This study is to determine what factors influencingthe performance of SMEs. The population in this study is SMEs in the Central Java. Sample collection was conducted with a purposive sampling method. Criteria used to take into accountis the SMEs that are already running at leastfortwo years. The sample in this study is intended as the representative of total population 67 (sixty seven). The data were processed and analyzed by computer program of SPSS 20 for Windows. Based on the results of regression analysis, it can be concluded that competitiveness has positive and significant impact on marketing performance marketing access has positive and significant impact on marketing performance. It means that the higher competitiveness and marketing access, the higher its performance. Competitiveness and marketing access have influence on SMEs' performance through network capability. 
INTRODUCTION
Recent fast growing business followed by its competitiveness cannot be avoided. It makes company should face various chances and threats from domestic or foreign parties. An entrepreneur as business competitor is demanded to recognize and understand what is going on in market and know what is needed by market. Entrepreneur also needs to identify changes in business field so it can compete with other companies. Business competitiveness is not only faced by big companies but also indirectly faced by small business for example Small Medium Entrepreneurship (SMEs).
SMEs is a business activity dominating more than 95% of national economic structure. This sector has a strategic role both in socioeconomic or socio-politic. Economic function of this sector is to provide goods and services for consumers with small and medium purchasing power, contribute more than half of economic growth as well as foreign exchange income. In socio-politic view, this sector is also prominent, especially in manpower absorption and reducing poverty. SMEs have given significant constribution in economic growth, but most of research innovation management in manufacture sector has been focused on big organization (Terziovski, 2006) .
SMEs has an important role in development of people-based economic activities in many sectors and community empowerment; more it is also as a business alternative in the global economic crisis that had stricken big businessman in Indonesia. It is proven by the data aboutthe number of business unit development from 2012-2013. Implementation of ASEAN Economic Community (AEC) in the end of 2015 has been a challenge for SMEs' products in Indonesia. In this case, competitiveness increase of SMEs plays key factor to face the challenge and take benefits from MEA implementation 2015. SMEs is a business sector contributing to manpower absorption for 96.99% with more than total number of Indonesia population 114.144.082 people, comparing to big business which only 3.01 %.
The current problem of SMEs is having a low productivity (Susilo, 2005) . It relates to: (i) low human resources quality in micro level business, and (ii) low business competitiveness in micro level business. Besides, SMEs also face other factors that has been a constraint in increasing competitiveness and SMEs performance. Those factors are (i) limited access of capital, (ii) limited access of market, and (iii) limited access of information about resources and technology.
Effort to encourage SME has been done by government. While, various facilitation as one of the way to increase SMEs products' competitiveness, especially regarding to face AEC has also been done. Innovation becomes factor that should be taken into account by SMEs. SMEs can get advantages from innovation, but they also can get disadvantages (Rothwell & Dodgson, 1991) . SMEs will confront big chal- According to Romijn and Albaladejo (2002) , index of experimental innovation is used together with a conventional proxy of innovative performance. This indicator has correlation with variable, getting a variety of important and potential internal sources, such as education, previous working experience and R & D as well as steps of external interaction intensity and closeness of networking. The finding supports the importance of R & D, important role by regional basis of science in keeping advanced technology, and close to the suppliers. However, there is no supports for current policy, regional network supports company in running business and close relationship of customer.
While some successful models of continuous and developing SMEs enables that SMEs network will be essential to solve systemic problem related to; industrial ecology; company endurance and continuity of global supply chain; SMEs represents majority of all companies, and rapid development of technology communication which enables to build various rute of networking (Moore & Manring, 2009) .
The presence of network will help developing SMEs. SMEs which has strong network will be more free and easy in developing its business. Strong network and heterogenous bounding will improve SMEs innovation (Gronum et al., 2012) . Some researchers (Bengesi, 2012; Lukiastuti, 2012) had examined many factors such as business networking capability in affecting marketing performance of SMEs. However, that study has not included variable of marketing access as one of factors affecting SMEs performance. Whereas, access of market information is one of general weakness experienced by SMEs in Indonesia. The point of interest in this study is able to see variable of marketing access which has not been examined by previous researchers.
This study was done to identify the impacts of competitiveness onnetwork capability, the impacts of marketing access onnetworkcapability, the impacts of competitiveness on marketing performance, the impacts of network capability on marketing performance, the impacts of business networks capability on marketing performance, whether or not network capability mediates the impacts of competitiveness on marketing performance of SMEs in Central Java, whether or not network capability mediates the impacts of marketing access on marketing performance of SMEs in Central Java.
Hypothesis Development
The Relationship between Variable and Hypothesis Development The Impact of Competitiveness and Network Capability Every company that competes in a business field has a desire to be better than its competitors. Porter (1990) explained that competitive advantageis the heart of marketing performance to face competition. Competitive advantage is defined as benefit strategy of company, which do cooperation, to create more effective competitive advantagein the market. Company with high competitiveness will have broad network to other business because the network among businessman, actually is a capital for creating competitiveness. (Putri, 2016) Competitiveness of a product is needed as an evaluation and motivation to increase the performance, because it is used to overview how far a company can fulfil market demand, both domestic or international, in producing goods and service, while still keeping or increasing the company and employee income. This competitive advantage is influenced by internal and external factor so it is need the appropriate strategy (Asmarani, 2009; Hussain, 2010) .
Competitive strategy according to Asmarani (2009) , is known as genetic competitive strategis where this strategy is based on position analysis of a company in industry, whether or not the profit is above or under average industry. Thus, the company is able to create sustainable competitive advantage. To reach this, company can get two basic types of competitive advantage; low cost or differentation and focus. Significant strength and weakness of company, in the end, is a function of relative cost and differentiation impacts. Company with high competitiveness will have broad network to other business because the network among businessman, actually is a capital for creating competitiveness. H1: Competitiveness has positive impact on network capability
The Relationship between Marketing Access and Network Capability Peluso and Ribbot (2003) defined the concept of access as the ability to derive benefits from things including material objects, persons, institutions and symbols. This concept simply explains further that access gaining does not depend on " ownership" for desirable resources. Someone can get benefits for certain resources even if he does not have "right" for its usage. In other words, that person has access to get benefits from certain resources. It possibly happens when someone can get access from other parties, who has ownership right of resources.
There are some factors which can creates that access. Peluso and Ribot (2003) declared that the factors are: technology, manpower capital, market, knowledge, authority, social identity, and social relation. Those factors will create access gaining on individual. It means that those factors are considered as prior assets of person.
Talking about marketing, according to American Marketing Association is the process of planning and executing the conception, pricing, promotion, and distribution ofideas, goods, and services to create exchanges that satisfy individual andorganizational goals. Ability to have business network among businessman is influenced by how much access of external factors outside of company. Therefore, the hypothesis proposed in this study is mentioned as follow: H2: Marketing access has positive impacts on network capability
The Relationship Between Competitiveness and Marketing Performance Porter (1990) explained that competitive advantage is attribute(s) of marketing performance to allow an organization to outperform its competition. Competitive advantage is defined as benefit strategy of company, which do cooperation, to create more effective competitive advantage in the market. This strategy should be design to realize the sustainable competitiveness advantage so the company can dominate both in the market or new market. Aji (2014) showed that there is a positive impact between competitiveness and marketing performance. Marketing performance is measured by sales growth, customers growth, and new market. Higher competitiveness will increase marketing performance. Hence, competitivenesss has positive impact on the increase of company marketing performace. Therefore, the hypothesis proposed in this study is: H3: Competitiveness has positive impact on performance
The Relationship between Marketing Access and Marketing Performance
Literally, an access means enter the entryway. Pelluso and Ribot (2003) defined access as the ability to make benefits, including material object, people, institution and symbol. Thus, access is way or ability to make an advantages from certain project, people, institution and symbol. The presence of business information has played an important role in starting new company. Singh and Kresna (1994) , in the research about entrepreneurship in India, asserted that the desire to search information is one of characteristic of an entrepreneurship. Information searching represents contact frequency done by individual from various information resources. The result from this activity depends on accessibility of information, both from individual effort and human resources or part of social resources and network. Therefore, the hypothesis proposed in this study is: H4: Marketing access has positive impacts on performance
The Relationship between Network Capability and Marketing Performance. Network, which is implicated as an action in doing contact with other person or organi-sation, can be categorized as human resources (Dollinger, 1999) and network is an alternative way to use internal resources. Network is variable that is considered important for all types of company, especially related to the fact that business field is getting competitive. Although all companies take part in formal and informal network, bigger companies are more possible to make long-term agreement, while smaller companies, entrepreneurial companies tend to be involved in more personal and reciprocal contract. Other technological and multiple organisational learning possibly happen in informal network (Malecki, 1997) or formal network.
Information and knowledge are fasten better understanding about strong and flexible relationship development to the customers, and also to members of other supplier chain. Closer relationship to the suppliers will give strong contribution on company performance, for instance cost efficiency, quality improvement, reliability, and providing input's need that is always anytime available. Besides, the supplier can upgrade information source about market development, new technology, competitors movement (Terziovski, 2003) .
The studies on entrepreneurship, which had been conducted, show that entrepreneur and new company should work hand in hand to create a network in order to be success (Huggins, 2000) . Network depicts any equipment used by businessman to reduce risks and cost transaction, as well as fix the access to business idea, knowledge and capital (Purnomo, 2011) .
Research of Lukiastuti (2012) on the relationship of social network impacts on SMEs' performance shows that social network among SMEs owner has positive impacts on SMEs' marketing performance. Therefore, the hypothesis proposed in this study is: H5: Network capability has positive impacts on Performance
METHOD
The population in this study is all SMEs which got government facility in Central Java.
Purposive sampling is the method used in this study, that is, sampling method which is based on the criteria given by category of SMEs (Small Medium Entrepresis), under supervision of Cooperative and SMEs Department of Central Java. Filter question to take the sample in this study are: has been operated minimum 2 years, micro category, small and medium category, having product legality (trademark, Halal Certification, license of domestic food industry) that have been given during 2013-2014.
From initial research, total number of sample which meet the criteria is 67 SMEs. The measurement of respondence is by giving score based on their answers, using interval scale, namely Likert scale with range 1-7. The result will be tested using validity and reability test. Classical assumption test consists of non-multicollinearity, autocorrelation and normality test. The data was analyzed usingmultiple linear regression analysis.
RESULT AND DISCUSSION

Respondents Description
Total respondents of 67 Central Java SME owners is 41 people or 8.8% were women, while 26 people or 26% were male. This shows that the majority of SME owners who responded to this study were women. Of the total respondents 67 Central Java SME owners were 49 people or 73.1% are those aged over 40 years, while 15 or 22.4% were those aged between 31-40 years.While the rest (3 people or 4.5%) were those who were young or less than 31 years old. This shows that the majority of owners of SMEs who became respondents of this study are those who are aged over 40 years.
Of the total respondents of 67 SME owners in Central Java, as many as 35 people or 52.2% were those who are high school educated, while 21 people or 31.3% were those who are having bachelor degree. While the rest (11 people or 16.4%) are those who have junior high school education. This shows that the majority of SME owners who became respondents of this study were those who have high school education.
Of the total respondents of 67 SMEs' owners in Central Java, as many as 35 people or 52.2% were those who already have a business within the period 10-15 years. There were 18 respondents having a business for 5-10 years old. Whereas 14 respondents have a business that more than 15 years. Thus, the majority of survey respondents (79.1%) have a business for 5-15 years old.
Variable Description
The average respondents' answers for each question item of Competitiveness variable was 5. The lowest answer of the question item for this variable was 3 ("disagree somewhat") and the highest answer was 7 ("strongly agree"). There is no respondents stated "strongly disagree" for this variable. Thus, Competitiveness condition of SMEs in Central Java according to respondents' perpective is positive (good). Hence, according to view of SMEs' owners in Central Java, especially who became respondents in this study, said Competitiveness SMEs in Central Java has been good, even somehow said very good. There is no SMEs' owner who claimed the Competitiveness is not good or unsatisfied.
The average respondents' answers for each question item of Marketing Access variable was 5. The lowest answer of the question item for this variable was 2 ("disagree") and the highest answer is 7 ("strongly agree"). No one said "strongly disagree" for this variable. Thus, Competitiveness condition of SMEs in Central Java according to respondents' perpective is positive (good). Hence, according to view of SMEs' owners in Central Java, especially who became respondents in this study, said Marketing Access of SMEs in Central Java has been good, even somehow said very good. There is no SMEs' owner who claimed the Marketing Access of SMEs in Central Java is not good or unsatisfied.
The average respondents' answers for each question item of Network capability variable was 5. The lowest answer of the question item for this variable was 3 ("disagree somewhat"), in the question item number 1, 3, 5, 7.
While for item number 2, 4, and 6, the lowest answer was 4 ("neutral"). The highest answer of question item for network capability variable was 7 ("strongly agree"). No one said "strongly disagree" for this variable.
Thus, network capability condition of SMEs in Central Java according to respondents' perpective is positive (good). Hence, according to view of SMEs' owners in Central Java, especially who became respondents in this study, said Network capability of SMEs in Central Java has been good, even somehow said very good. There is no SMEs' owner who claimed the Network capability of SMEs in Central Java is not good or unsatisfied.
The average respondents' answers for each question item of Performance variable was 6. The lowest answer of the question item for this variable was 3 ("disagree somewhat"), in the question item number 1, 3, and 4. While for question item number 2, the lowest answer was 4 ("neutral"). The highest answer of question item for network capability variable was 7 ("strongly agree"). No one said "strongly disagree" for this variable. Thus, performance condition of SMEs in Central Java according to respondents' perpective is very good. Hence, according to view of SMEs' owners in Central Java, especially who became respondents in this study, said Performance of SMEs in Central Java has been good, even somehow said very good. There is no SMEs' owner who claimed the Performance of SMEs in Central Java is not good.
Validity and Reliability Test
Based on the validity test, it shows that all value of KMO is > 0.5 that is for competitiveness, marketing access, network capability, and marketing performance. All value of KMO that is more than 0.5 means that the sample meet the minimal measure sampling adequacy (MSA). While, considering all indicators with loading factor value > 0.4 which means all question items of all instrument (questionnaire) is valid.
The result of reliability test shows that all value of cronbach α > 0.7, means all the variable in this study is reliable.
Regression Analysis
This analysis is used to calculate how much the impacts of competitiveness, marketing access, network capability and marketing performance. The result of the regression is shown in Table 2 . From the Table 2 shows that regression coefficient of competitiveness (average C) is 0.559. That regression coefficient value shows that the value has positive impacts on network capability. It means that the higher competitiveness, the higher network capability.
Table 2 also shows that the regression coefficient of marketing access (average MA) is 0.400. That regression coefficient value shows that the value has positive impacts on network capability. It means that the higher marketing access, the higher network capability. After testing the regression equation 1, the next step is to formulate the regression equation 2. As previously mentioned that regression analysis is one of analysis that often be used in predicting how much the impact of independent variable on dependent variable. Table 2 shows that regression coefficient of competitiveness (average C) is 0.197. That shows that the value has positive impact on performance. It means that the higher competitiveness, the higher performance. Table 2 also shows that regression coefficient of marketing access (average MA) is 0.217. The value of regression coefficient shows the positive impacts on Performance. It means that the higher marketing access, performance will increase.
The Result of Hypothesis Test The Impact of Competitiveness on Network capability
From Table 2 , it is recognized that sig value for the relationship between competitiveness and network capability is 0.000 < alpha value of 0.05. Thus, the hyphothesis, which stated that competitiveness has positive and significant impact on network capability, can be accepted. From Table 2 , it is recognized that sig value for the relationship between marketing access and network capability is 0.000 < alpha value of Hypothesis is accepted 0.05. Thus, the hyphothesis, which stated that marketing access has positive and significant impact on network capability, can be accepted.
The Impact of Competitiveness on Mmarketing Performance
From Table 2 , it is recognized that sig value for the relationship between competitiveness and performance is 0.028< alpha value of 0.05. Thus, the hyphothesis, which stated that competitiveness has positive and significant impact on performance, can be accepted.
The Impact of Marketing Access on Marketing Performance
From Table 2 , it is recognized that sig value for the relationship between marketing access and performance is 0.009 < alpha value of 0.05. Thus, the hyphothesis, which stated that marketing access has positive and significant impact on performance, can be accepted.
The Ompact of Network Capability on Marketing Performance
From Table 2 , it is recognized that sig value for the relationship between network capability and performance is 0.00 < alpha value of 0.05. Thus, the hyphothesis, which stated that network capabilityhas positive and significant impact on performance, can be accepted.
Network Capability Mediate The Impact of Competitiveness on Marketing Performance
Based on the calculation, it is noticed that the result of multiplication between β1 and β5 is greater than β3, it means that the mediating effect is exist. Thus, it can be concluded that network capability mediates the impact of competitiveness on marketing performance.
Network Capability Mediate The Impact of Marketing Access on Marketing Performance
Based on the calculation, it is noticed that the result of multiplication between β2 and β5is greater than β4, it means that the mediating effect is exist. Thus, it can be concluded that network capability mediates the impact marketing access on marketing performance.
Based on the regression analysis calculation, it can be seen that the regression coefficient of competitiveness variable is 0.559 with significant level 0.000 smaller than 0.05. It means that the hypothesis can be accepted, which means competitiveness significantly has positive impact on network capability for SMEs in Central Java. The impact of competitiveness on network capability has positive value that means there is a positive relationshipbetweenindependent variable of competitiveness (X1) and dependent variable of network capability (Y1).
This competitiveness makes SMEs to havenetwork capability in improving its performance. By having competitiveness, SMEs will make network capability improving. Thus, if the competitiveness increases, network capability will also increases. On the contrary, if the competitiveness decreases, network capability in SMEs in Central Java will also decreases. The result is in line with the study of Asmarani (2009) and Hussain (2010) which stated that organizational competitiveness advantage is influenced by internal factor of organization.
According to regression analysis calculation, it can be noticed that the regression coefficient of marketing access variable is 0.400 with significant level 0.000 smaller than 0.05. It means that the hypothesis can be accepted, which means marketing access significantly has positive impact on network capability of SMEs in Central Java. The impact of marketing access on network capability has positive value that means there is a positive relationship between independent variable of marketing access (X2) and dependent variable of network capability (Y1).
This marketing access makes SMEs to havenetwork capability in improving its performance. By having marketing access, SMEs will make network capability improving. Thus, if the marketing access increases, network capabilityof SMEs in Central Javewill also increases. On the contrary, if the marketing access decreases, network capability in SMEs in Central Java will also decreases. The result of this study supports the study of Ribbot and Peluso (2003) which stated that the access enables the owners to get benefits from it.
Based on the regression analysis calculation, it can be seen that the regression coefficienct of competitiveness variable is 0.217 with significant level 0.028 smaller than 0.05. It means that the hypothesis can be accepted, which means that competitiveness significantly has positive impact on performance of SMEs in Central Java. The impact of competitiveness on performance has positive value that means there is a positive relationship between independent variable of competitiveness (X1) and dependent variable of performance (Y2). This competitiveness makes SMEs to have high performance.
By having the competitiveness, SMEs will make performance improving. Thus, if the competitiveness increases, the performance will also increase. On the contrary, if the competitiveness decreases, performance in SMEs in Central Java will also decrease. The result of this study supports the study of Aji (2014) which stated that there is a positive impact between competitiveness and marketing performance thatismeasured through sales growth, customer growth and new market.
Based on the analysis calculation, it can be identified that regression coefficient of marketing acces variable is 0.217 with significant level 0.028 smaller than 0.05. It means that the hypothesis can be accepted, that is, the marketing access significantly has a positive impact on performance of SMEs in Central Java. The impact of marketing access on performance has positive value that means there is a positive relationship between independent variable of marketing access (X2) and dependent variable of performance (Y2). This marketing access makes SMEs to have high performance.
By having the marketing access, SMEs will have performance improving. Thus, if the marketing access increases, performance of SMEs in Central Java will also increase. On the contrary, if the marketing access decreases, performance in SMEs in Central Java will also decrease. This result supports Sudaryanto, Ragimun, andWijayanti (2013) which showedthat the strategy to anticipate market mechanism, which is more open and competitive, is market share as a requirement to improve competitiveness of SMEs. To have market share, SMEs needs to get informantion. The information access is an important factor that can rise the performance.
Based on the analysis calculation, it can be seen the regression coefficient of network capability variable is 0.217 with significant level 0.028 smaller than 0.05. It means that the hypothesis can be accepted, that is, network capability significantly has a positive value on the performance of SMEs in Central Java. The impact of network capability on performance has positive value that means there is a positive relationship between independent variable of network capability(Y1) and dependent variable of performance (Y2).
This network capability makes SMEs to have high performance. By having the network capability, SMEs will have performance improving.Thus, if the network capability increases, performance of SMEs in Central Java will also increase. On the contrary, if the network capabilitydecreases, performance in SMEs in Central Java will also decrease. This result supports the study of Lukiastuti (2013) , stated that marketing access as a positive and significant on network capability. Therefore, the higher marketing access, the higher network capability.
CONCLUSION AND RECOMMENDATION
Some conclusions that can be drawn from this study are mentioned as follows: competitiveness has a positive and significant impact on network capability. marketing access has a positive and significant impact on network capability. competitiveness has a positive and significant impact on marketing performance. marketing access has a positive and significant impact on marketing performace. network capability has a positive and significant impact on marketing performance. network capability mediates the impact between competitiveness and marketing performance. network capability mediates the impact between marketing access and marketing performance.
Some of the theoretical implications related to this study are: the result shows that there is an impact of competitiveness on network capability in SMEs in Central Java. It is in line with the research of Asmarani, (2009); Hussain, (2010) which claimed that organizational competitiveness advantage is influenced by internal factor of organization. The result shows that there is an impact of marketing access on network capability in SMEs in Central Java. Thus, it supports theory from Ribbot and Peluso (2003), stated that the access enables the owners to get benefit from it.
The result shows that there is an impact of competitiveness on marketing performance in SMEs in Central Java. Thus, this study supports the study of Li (2000) which demonstrated that there is a positive impact between competitiveness advantage and marketing access, measured through unit of sales, profit, market, and return of investment. The result shows that there is an impact of marketing access on marketing performance in SMEs in Central Java. Thus, this study supports theory of Sudaryanto et al. (2011) which stated that access of information is a factor that can improve SMEs marketing.
The result shows that there is an impact of network capability on marketing performance in SMEs in Central Java. Hence, this study supports the study of Lukiastuti (2012) which stated that social network among SMEs' owners has a positive impact on marketing performance. The result shows that network capability mediates the impact of competitiveness on marketing performance in SMEs in Central Java. It means that this study gives additional understanding about the relationship between competitiveness and marketing performance. That is, the impact of competitiveness on marketing performance is actually mediated by network capability.
Some suggestions based on the result of this study are: SMEs need to pay attention on keeping and improving the network capability. Moreover, SMEs also need to keeping and improving products' competitiveness in order to increase marketing performance.
Some of the limitation in this study are: This study was only done in SMEs in Central Java so the result cannot be generalized for the same study in other province or area. This study only took three variable as a factor, which affect the performance of employee. Those three variables are competitiveness, marketing access, and network capability. If literature review were done more, it would be possible that there will be other variable, which can give impacts on employee performance.
